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Abstract 
“Significant growth trends in the popularity and use of Physical activity and Sport Centres (PSCs) can 
be observed around the world. In the Sport and Physical activity Services (SPS) sector, organizations 
need to adopt customer-orientated strategies, focus and satisfying their customers’ needs and 
differentiate themselves from the competition.” (Yildiz & Kara, 2012: 189). In the Netherlands it is an 
actual subject to attract more people to PSCs. The National Olympic Committee (NOC*NSF) is trying 
to increase the sport participation of the Dutch population to 75% in 2016. The SPS sector will have 
an important role to reach this goal. Sport is a binding element for the society. That is why NOC*NSF 
says it is very important that the whole Dutch society, young and old, will be inspired by sports. 
(NOC*NSF, 2012).  
 
The basis for a strong customer relationship is the relationship quality. The relationship quality 
consists of a number of core values that are recognized by several researchers; trust, commitment 
and satisfaction play a central role in relationship marketing. (Hennig-Thurau et al. 2002; Morgan & 
Hunt, 1994). 
 
Yildiz & Kara (2012) developed a conceptual model to measure service quality in the SPS market. 
They advised to do further research on the relationship between service quality as measured with 
QSport-14 and important organizational outcomes such as customer satisfaction, loyalty and 
organizational performance in the SPS. They advise this because a research is never done before 
where the QSport-14 scale is used to test the relationship between service quality and organizational 
outcomes in the SPS sector. Following this, our research aims at showing the relation between 
service quality provided, satisfaction, trust and the member’s loyalty to the sport club. What is the 
relation between service quality, member’s satisfaction, member’s trust and the member’s loyalty at 
sport clubs and which factors have influence on the perceived service quality? These questions we try 
to answer in this research.  
 
From a practical perspective, the main objective of this study is to indicate the relative importance of 
the three dimensions of perceived service quality, so managers can make the necessary adjustments 
on specific dimensions to improve service quality and also customer satisfaction, trust and loyalty. 
Our literature study resulted in the following conceptual model: 
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To collect the data, members of two different sport clubs in Zeist (Netherlands) were questioned. The 
Total Design Method (TDM) developed by Dillman (1978) has been used to increase the response 
rate. Participants were asked to answer the questions on a 5-point Likert scale. A total of 124 
completed questionnaires were are used for the data-analysis. To analyze the data we have used 
Structural Equation Modeling (SEM).  
 
We have tested the model on convergent validity, indicator reliability, composite reliability and 
discriminant validity. All are significant, which means that all criteria in the model have a fit and the 
model is reliable. 
It has been demonstrated that all the constructs in the conceptual model have at least one significant 
relationship. Also all constructs have a significant relationship with behavioral loyalty. This means that 
all constructs in the model are part of the customer loyalty relation in the PSC. Out of the nine 
hypotheses eight can be accepted.    
If a PSC wants to improve the behavioral loyalty of their members they can work on improvement of 
the service quality. They can focus on staff; since this is the biggest influence of service quality, but 
also programmes and installations are substantial subjects to work on improve service quality.  
 
Summarized we can say that this research contributes to the science. Constructs have never been 
test in this composition. In the SPS sector is done very little research about the relationship between 
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service quality and loyalty. The results of this research gives a new perspective on the approximation 
of loyalty under PSCs.  
 
The results can be used for creating loyalty among the researched PSCs and can probably be used 
by others PSCs as well. If a PSC wants to improve the service quality, the quickest way to improve is 
to improve the staff on friendliness and professionalism. Customer satisfaction is the construct 
influencing loyalty the most, this can be used for improving the loyalty of a member. If a PSC wants to 
improve commitment loyalty, they should not focus on service quality since service quality has no 
direct effect on commitment loyalty. The focus should be on improving customer satisfaction and trust.  
 
Key words: 
 
Service quality, Trust, Loyalty, Commitment, Satisfaction, Physical activity and Sport Centres (PSCs), 
Sport and Physical activity Services (SPS) 
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 1. Introduction 
 
In this chapter you find the motivation of our research, the social value and the research goals.  
1.1 Service quality in the SPS sector 
“Significant growth trends in the popularity and use of Physical activity and Sport Centres (PSCs) can 
be observed around the world. Among the many factors contributing to this trend is the shift in 
consumer attitudes towards attaining a healthier lifestyle through the means of exercise and physical 
activity. This enhanced consumer demand has contributed to the proliferation of both commercial and 
non-profit Sport and Physical activity Services (SPSs) resulting in a highly competitive market. In the 
SPS sector organizations need to adopt customer-orientated strategies, focus and satisfying their 
customers’ needs and differentiate themselves from the competition. To this end, service quality 
becomes a crucial factor in both maintaining existing customers and attracting new ones” (Yildiz & 
Kara, 2012: 189). A PSC is the place where people do sports, for example a fitness centre or a tennis 
club. The SPS sector is the total sector of sport services. This includes all PSCs as well as companies 
in the sports industry, for example a bike shop, or a sport medical centre. Tsitskari et al. (2006) show 
that the sport-related literature of service quality shows disagreement regarding the set of variables or 
the conceptual model. Provide a high quality sport service becomes less difficult when organizations 
know what their customers expect from a service and what they feel is important to quality.  
1.2 Research methodology 
This research consists of several stages. The first stage of this research consists of a literature 
research to give more background information about the conceptual model and the relationships of 
the latent variables in the model. The literature study has to give enough information to design 
questions for the questionnaire. The second stage consists of a pre-test by checking the 
questionnaire during interviews with a small group of people. After the interviews the questions are 
finalized and the questionnaire is administrated. A demarcated group, consisting of members from 
two different sport clubs, has completed a questionnaire. In the third stage the data was analyzed and 
conclusions are drawn. With the use of Structural Equation Modeling (SEM) the hypotheses are 
tested on the basis of the data obtained.  
1.3 Trends 
Hover (2011) shows the popularity of PSCs. He shows that half of all members of fitness centres (part 
of the PSCs) are living in North America and one-third is living in Europe. In 2007 Europe counted 
nearly 39 million members of fitness centres, in 2010 this number was increased to 44 million. 
Worldwide sport participation statistics are not yet available, but a lot of nations have their own sport 
participations report. Not all reports are showing a growing trend in sport participation. For example 
we show the Canadian sport participation trend (exhibit 1) where the sport participation is decreasing 
and the increasing Dutch sport participation trend (exhibit 2). 
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Exhibit 1: Sport participation Canada; Canadian heritage 
 
Exhibit 2: Sport participation Netherlands in percentage of Dutch population; AVO 1991-2007 (SCP) 
and OBiN 2006-2011 (TNO), edited by Mulier Instituut 
The numbers of OBiN (exhibit 2) show that about two-thirds (63%) of the 3,2 million fitness 
enthusiasts in the Netherlands in 2010 had a membership at a gym or fitness centre. That equates to 
2 million exercisers who practice the sport at a fitness centre. Furthermore, about one in five sports 
exercisers (18%) are practicing on their own (e.g. at home) and also 6 percent is active at a PSC 
(such as in a power base in track & field) or for example at a physiotherapist (11%) (Hover et al. 
2011).  
 
Centraal Bureau voor de Statistiek (CBS) collected all data about sport participation in The 
Netherlands. Exhibit 3 shows all the sport participation results from 1991 to 2007. More people are 
participating sports but the percentage of people connected to a PSC decreased. 
Period 
% sport participation Dutch population % memberships PSC Dutch population 
Total population  Men Women Total population  Men Women 
1991 65 66 63 36 40 32 
1995 66 67 65 35 40 31 
1999 67 68 67 35 38 31 
2003 71 72 70 34 38 31 
2007 76 76 75 33 36 31  
Exhibit 3: Sport participation and members of PSCs Netherlands; CBX / SCP, 15-06-2011 
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1.4 Customer relationships  
The basis for a strong customer relationship is the relationship quality. The relationship quality 
consists of a number of core values that are recognized by several researchers; trust, commitment 
and satisfaction play a central role in relationship marketing (Hennig-Thurau et al. 2002; Morgan & 
Hunt, 1994). The general purpose of relationship marketing is to promote and strengthen customer 
loyalty (Hennig-Thurau et al. 2002). Yildiz (2012) summarized several researches with constructs of 
service quality models in participants sports. Elaborating on this Yildiz & Kara (2012) developed a 
conceptual model to measure service quality in the SPS market. They advised to do further research 
on the relationship between service quality as measured with QSport-14 and important organizational 
outcomes such as customer satisfaction, loyalty and organizational performance in the SPS sector. 
They advise this because a research is never done before where the QSport-14 scale is used to test 
the relationship between service quality and organizational outcomes in the SPS sector. Yildiz & Kara 
(2012) expect that such studies would confirm a positive relationship between service quality and 
organizational outcome variables in the SPS sector.  
1.5 Social value 
In the Netherlands it is an actual subject to attract more people to PSCs. The National Olympic 
Committee (NOC*NSF) is trying to increase the sport participation of the Dutch population to 75% in 
2016. The SPS sector will have an important role to reach this goal. Sport is a binding element for the 
society. That is why NOC*NSF says it is very important that the whole Dutch society, young and old, 
will be inspired by sports. NOC*NSF therefore works from different angles to strengthen the organized 
sports. Strong associations, custom made sports, attractive accommodations, more and better paid 
employees and local cooperation are high on the agenda (NOC*NSF, 2012).  
 
To reach this inter alia, sport clubs have to attract new members, but also they have to work to keep 
their current members. When you see the numbers in exhibit 3, it shows some work needs to be done 
here, because the percentage of the Dutch population connected to a PSC has decreased since 
1991. Several researches have showed that sport is an important tool to create social value. Boonstra 
& Hermens (2011) have collected a lot of these researches and they have the following conclusions 
about the social values of sport: 
 
 Sports can be used for behavioral education. Studies show that sports can work for 
preventing undesirable behavior. Studies also show how sport activities can teach young 
people and adults certain values. First of all sporting is a positive way to spend time, at the 
times that young people are doing sports they cannot cause problems. Sports can counteract 
boredom and provide a certain thrill and a certain status among peers they otherwise possibly 
get with 'tough' or criminal behavior. Also it increases self-confidence.  
 There is not much hard scientific evidence to conclude that sport participation has a direct 
positive effect on school performance. At the same time it is certain that participation in sport 
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does not make the school performance worse. Often it is found that adolescents who play 
sports perform better in school than young people who do not exercise. But what is causing 
this and what is the effect? This is still unclear. Most studies assume an indirect link, which 
means that often sports have a positive effect on a particular trait or skill, and this trait or skill 
has a positive effect on school performance. Some of these skills are discipline and practical 
work. 
 Sports and exercise are undeniably having a positive effect on people's health. People who 
meet the standard move norm are less likely to be overweight or having heart and vascular 
diseases and premature death than those who are immobile. A population that meets the 
standard move norm saves society much health care costs. 
 There are two possible social effects of sports: improve social cohesion in neighborhoods and 
the potential to develop social capital (citizenship behavior, contacts within and between 
different groups and trust in others). 
1.6 Goal of research 
This research will focus on sport clubs and their opportunities to create loyalty amongst their 
members. We aim at showing the relation between service quality provided, satisfaction, trust and the 
member’s loyalty to the sport club. The results should be used by sport clubs to strengthen their 
position in the market by attracting new members but also for the retention of their current members. 
What is the relation between service quality, member’s satisfaction, member’s trust and the member’s 
loyalty to sport clubs? And which factors have influence on the customer’s perceived service quality? 
These are the questions we will try to answer in this research.  
 
From a practical perspective, the main objective of this study is to indicate the relative importance of 
the three dimensions of perceived service quality, so managers can make the necessary adjustments 
on specific dimensions to improve service quality. Also the importance of customer satisfaction, trust 
and the different dimensions of loyalty are researched so managers can make adjustments. It is less 
difficult to make adjustments to improve loyalty when it is clear what customers feel, this is important 
in terms of quality (Tsitskari et al., 2009). Since other researchers in the SPS sector have not test the 
constructs in the same compositions, the results of this research can give a new perspective on the 
approximation of loyalty under PSCs.  
1.7 Reading guide 
Chapter 2 starts with the theoretical framework. It describes the literature about service quality, 
customer satisfaction, trust, commitment loyalty, behavioral loyalty and it gives the deriving 
hypotheses and conceptual model. Chapter 3 describes the research method, data collection, 
operationalization, the analysis of the data and the methodological issues. Chapter 4 shows the 
results and analysis of the research, this includes the review of the hypotheses. Chapter 5 at the end 
shows the conclusions of the research, restrictions and theoretical and practical implications. 
Recommendations for further research are done in this chapter as well. 
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2: Theoretical Framework 
In this chapter you will find information about the background of our research. All this information 
leads to a new conceptual model and hypotheses also described in this chapter.   
2.1 Introduction  
A lot of research is done about the relationships between service quality, customer satisfaction, trust 
and loyalty. Especially in the banking and retail market there is a lot of research done in the past few 
years for example Nayebzadeh et al. (2013), Chu et al. (2012) and Madjid (2013) but about the sports 
market there is not much research available. Research from all different markets is used to come to a 
conceptual model for the SPS market. The first stage of this research consists of a literature research. 
The literature study has to give enough information to design questions for the questionnaire. 
2.2 Service quality 
2.2.1 What is service quality? 
Service quality is considered a multi-attribute construct being the outcome of the comparison between 
the customer expectations and their perceptions of the company’s actions (Parasuraman et al., 1985). 
Customer expectations are beliefs about a service that serve as standards against which service 
performance is judged (Zeithaml et al., 1993). The judgments result from an evaluation process where 
customers compare their expectations with the service they perceive to have received (Gronroos 
1984). Expectations are formed from a variety of sources such as the customer’s personal needs and 
wishes (Edvardsson et al., 1994). Their perceptions of the company’s actions, also called perceived 
service quality, has been defined as the consumer’s global attitude or judgment of the overall 
excellence or superiority of the service. Perceived service quality results from comparisons by 
consumers of expectations with their perceptions of service delivered by suppliers (Zeithaml, 1988).  
2.2.2 Dimensions of service quality 
Considerable research focused on the nature of service quality, and there is general acceptance that 
service quality is composed of a number of underlying dimensions. However, there is a lack of 
agreement on the exact nature of these dimensions. Elements of service quality are elements such as 
interaction quality, physical environment quality, and outcome quality. These elements are in turn 
evaluated based on specific service quality dimensions: reliability, assurance, responsiveness, 
empathy and tangibles (Berry et al, 1988). These dimensions are originally defined by Parasuraman 
et al. (1988).  
 
Kim and Han (2013) show in their research that of these five dimensions of service quality, tangibility 
and reliability have significant positive effects on customer satisfaction. According to the results for the 
relative influence of each service quality dimension on customer satisfaction based on standardized 
coefficients, reliability has a greater effect. Also consistent with previous studies, customer 
satisfaction has a significant positive effect on customer loyalty. They also show that job satisfaction 
has a significant positive effect on service quality, and service quality has a significant positive effect 
 15 
on customer satisfaction. This indicates that service quality plays a role as a mediator. The service 
quality dimensions have also been split in other ways. Gronroos (1984) splits service quality into two: 
technical quality (what is done) and functional quality (how it is done). McDougall and Levesque 
(2000) say that service quality can be seen as being composed of two overarching dimensions: the 
core (what is delivered in the service, such as the interaction with staff and child-minding services) 
and the relational (how it is delivered, such as how well the organization is organized and run) 
aspects of the service.  
 
Philip and Hazlett (1997) and Norman (1984) found a two-factor solution of the service quality 
dimension model: core and peripheral services. The model proposes that satisfaction is a product or 
outcome of perceptions of service quality and that satisfaction is an antecedent to the future. Howat et 
al. (1999) found even a three-factor solution: personnel (loading on staffing functions), core (loading 
on principal role functions such as clean facilities) and peripheral (loading on secondary services, 
such as food and drink facilities). 
 
The relational aspects of service appear to be a combination of the personnel factor, core and the 
peripheral factors found by Howat et al. (1999). For example, a crèche operating at a leisure centre 
would not be perceived by customers as a core service of the centre. However, it may be perceived 
as an example of how management of the centre responds to their customers’ needs and provide 
them with enhanced experiences. 
2.2.3 Service quality in the SPS sector 
Also in the SPS market research is done about service quality. Yildiz & Kara (2012) also see service 
quality as the perceived service compared to expectations. Service quality consists of different 
factors. Recently a modified scale (QSport-14) was made by them to measure service quality in the 
SPS market. This is an extended scale from the Q-sport-10 made by Rial Boubeta et al. (2010). Yildiz 
& Kara differentiated three dimensions that are part of service quality in the SPS market: staff, 
programme and installations. To do research among fitness centres at universities Aslan & Koçak 
(2011) used also the dimensions staff and programme but instead of installations they used the 
dimensions facilities and locker room. The Qsport-14 model is more suitable for our research since 
there are no locker rooms available at the sport clubs of our research.   
 
 “The Programme dimension involves the professional training offerings, available time periods and 
choice of training by experts. Customers expect professional and logical answers, explanations and 
suggestions from experts” (Yildiz & Kara, 2012: 195). This is part of the functional quality, it is part of 
how they run the PSC. The Staff dimension involves the human, or personal touch, which impacts on 
how comfortable customers feel about the service they receive. This is part of the functional quality, it 
is about how the staff interacts with the customers. Finally, the Installation dimension involves the 
facilities and equipment which enable the customers to function effectively and efficiently in the PSC 
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environment. This is part of the technical quality, installations are part of the core. They expect a 
positive relation between service quality (containing these dimensions), customer satisfaction and 
customer loyalty. If the service quality will get better, the customer satisfaction will increase and also 
the customer loyalty will increase.  
 
A number of other studies have also examined the causal relationships between service quality and 
customer satisfaction. The following studies have reported that service quality is a vital prerequisite 
for customer satisfaction (Cronin and Taylor 1992; Parasuraman et al. 1985) and this finding is widely 
accepted (Yi et al. 1996).  Also the research from Rial Boubeta et al. (2010) on which the Qsport-14 
scale from Yildiz and Kara (2012), shows a positive relationship between service quality and customer 
satisfaction.  
 
Oliver (1993) says that the customer’s perceptions of the quality of service performance, the extent to 
which service performance exceeds expectations, or a combination of the two may influence an 
individual’s satisfaction with a service encounter. The relative influence of these determinants varies 
by individual and situation. 
 
Mosahab et al. (2010) did research among banks. They expected that service quality would be one of 
the determinants of satisfaction and loyalty. Their research shows that nearly 43 percent of 
customer’s satisfaction change is explained by service quality. On the other hand, service quality has 
a direct relation with loyalty, and nearly 45 percent of loyalty changes can be explained by service 
quality changes. We expect that service quality is also one of the determinants of satisfaction and 
loyalty in the SPS sector.  
 
Jacoby and Kyner (1973) defined loyalty in two distinct ways, attitudinal and behavioral. Attitudinal is 
named as commitment loyalty. Morgan and Hunt (1994) describe commitment as an enduring desire 
to continue an attachment relationship. Rauyruen and Miller (2007: p24) further define commitment as 
“a psychological sentiment of the mind through which an attitude concerning continuation of a 
relationship with a business partner is formed”. 
Behavioral intentions are known as behavioral loyalty. Behavioral intentions can be seen as indicators 
that signal if customers are willing to remain their relationship with the company. Behavioral intentions 
show strong evidence of their being influenced by service quality (Zeithaml et al. 1996). This leads to 
the following hypotheses: 
H1: Service quality has a positive effect on customer satisfaction 
H2: Service quality has a positive effect on behavioral loyalty 
H3: Service quality has a positive effect on commitment loyalty 
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2.3 Customer satisfaction 
2.3.1 What is customer satisfaction? 
First of all customer satisfaction/dissatisfaction requires experience with the service, and is influenced 
by the perceived quality and the value of the service (Anderson et al., 1994). It is the primary driver of 
consumer behavior and based on the transaction driven nature of the satisfaction experience 
(Andreassen & Lindestad 1998). Any discrepancy leads to disconfirmation; in other words positive 
disconfirmation increases or maintains satisfaction and negative disconfirmation creates 
dissatisfaction. Having roots in social psychology (Weaver and Brinckman, 1974) and organizational 
behavior (Ilgen, 1971), expectancy disconfirmation is actually two processes consisting of the 
formation of expectations and the disconfirmation of those expectations. 
 
Several researchers described how they interpreted customer satisfaction. It is described as a post-
choice, cognitive judgment connected with a particular purchase decision (Day, 1984). Rust and 
Oliver (1994) described customer satisfaction as the customer’s fulfillment response which is an 
evaluation as well as an emotion-based response to a service. Cronin et al. (2000) described service 
satisfaction using items that include interest, enjoyment, surprise, anger, wise choice, and doing the 
right thing.  
2.3.2 What does customer satisfaction indicate? 
Companies are very interested in customer satisfaction numbers because researchers have shown 
that satisfaction influences loyalty and that a 5 percent increase in customer loyalty can produce a 
profit increase of 25 to 85 percent (Reichheld and Sasser, 1990).  
 
One research (reported in Chief Executive 1989) found that 90 percent of responding firms have 
customer satisfaction reflected in their mission statements (Peterson and Wilson 1992). Reichheld 
(1994) shows that the outcomes of his research have been tied to the economic profitability of 
organizations by their ability to increase revenue and reduce costs. Retention results in ongoing 
relationships with customers, yielding streams of revenue beyond the original transaction. Customer 
satisfaction, however, is positively correlated with profits and sales in the long run (Bernhardt et al., 
2000). 
 
Customer satisfaction has been found to mediate the relationship between service quality and 
behavioral intentions (Cronin et al., 2000). Specifically, customers make a cognitive service quality 
evaluation that leads to the emotional satisfaction assessment. This emotional satisfaction 
assessment leads to purchase intentions (Oliver, 1993). 
 
A conceptual difference between customer satisfaction and the commitment dimensions is that 
satisfaction is backward looking whereas the commitment dimensions are more forward looking. We 
can say that satisfaction is a function of performance, whereas affective and calculative (which we 
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name continuance in our research) commitment captures the strength of the relationship and the 
resultant commitment to proceed forward (Gustafsson et al. 2005). They also show that customer 
satisfaction and affective commitment are highly correlated latent variables. Their analysis 
demonstrates that both satisfaction and affective commitment capture customers’ overall evaluation of 
the offering. In contrast, calculative commitment captures more of the competitive nature of the 
offering with respect to switching costs or the availability of viable alternatives. Whereas customer 
satisfaction and affective commitment focus on perceptions of an offering in itself, calculative 
commitment reflects the viability of competitive offerings. When we take a closer look to loyalty we 
see that customers may be loyal due to high switching barriers or lack of real alternatives. Customers 
may also be loyal because they are satisfied and thus want to continue the relationship. History has 
proven that most barriers to exist are limited with regard to durability; companies tend to consider 
customer satisfaction the only viable strategy in order to keep existing customers (Andreassen & 
Lindestad 1998). Dimitriades (2006) shows a positive relationship between satisfaction and 
commitment in service organizations. 
 
Hallowell (1996) shows in his research that the regression results support the inference of a customer 
satisfaction/customer loyalty relationship. They illustrate that customer satisfaction may be 
responsible for as much as 37 percent of the difference in customer loyalty levels among the divisions 
examined. Also several other authors have found a positive correlation between customer satisfaction 
and loyalty (Anderson and Sullivan, 1993; Bearden et al., 1980; Bolton and Drew, 1991; Fornell, 
1992). 
 
Next to the relationship between satisfaction and loyalty there is another relationship discovered in 
previous research. This is a relationship between satisfaction and trust. Selnes (1998) proposes that 
trust is a key antecedent of the motivation to enhance the scope of a relationship, and that satisfaction 
is a key determinant of relationship continuity. He also says that satisfaction drives trust, as 
satisfaction is a manifestation of the other party’s ability to meet relational norms. However, 
satisfaction has not only an indirect effect, through trust, on enhancement, but also a direct. Also 
Shpëtim (2012) shows in his research that satisfaction has a positive influence on trust. Bansal, Irving 
and Taylor (2004) show in their model that when satisfaction is treated as an antecedent of trust, the 
path coefficient is significant. This is in line with H1 and H2 that are already described in paragraph 
2.2 and we can add three more hypotheses at this stage: 
H4: Customer satisfaction has a positive effect on behavioral loyalty 
H5: Customer satisfaction has a positive effect on commitment loyalty 
H6: Customer satisfaction has a positive effect on trust 
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2.4   Trust 
2.4.1 What is trust? 
Morgan and Hunt (1994) define trust as something that exists when one party has confidence in an 
exchange partners’ reliability and integrity. Schurr and Ozanne (1985:940) building on the work of 
Blau (1964) and Rotter (1967) have trust defined as follows: “the belief that a party’s word or promise 
is reliable and that the party will fulfill his or her obligations in an exchange relationship”. Cognitive 
trust is a customer’s confidence or willingness to rely on a service provider’s competence and 
reliability (Moorman et al., 1992). Trust is based on recurring, dependable exchanges and adherence 
to expected behaviors (Chou 2009). Before customers will conduct business with an organization, 
they must be able to trust the provider (Du Plessis 2010). Higher levels of trust are related to higher 
levels of customer retention which could result in higher organizational profitability (Thomas 2009). 
Trust is a feeling of security held by the consumer that the brand will meet his/her consumption 
expectations (Delgado-Ballester & Munuera-Alemán 2001). The research of Delgado-Ballester and 
Munuera-Alemán supports the key role played by brand trust as a variable generating customer 
commitment which in turn affects the customers’ price tolerance. 
2.4.2 What does trust indicate?  
Satisfaction alone may not be adequate to ensure long-term customer commitment to a single 
provider. Instead, it may be necessary to look beyond satisfaction to other variables that strengthen 
retention such as trust (Hart and Johnson, 1999). Firms often look beyond satisfaction for developing 
trust in order to ensure economically viable, long-term relationships. Further, this recommendation is 
based on the premise that once trust is built into a relationship, the likelihood of either party ending 
the relationship decreases due to high termination costs (Morgan & Hunt 1994). 
 
Customers usually choose organizations they trust to transact with. Trust can be seen as a critical 
factor for customers to build and maintain relationships (Semeijn et al., 2005). When a customer 
trusts an organization, he or she will expect to increase satisfaction and loyalty towards the 
organization (Kassim & Abdullah, 2008). If a consumer does not trust the organization based on past 
experience, he or she will probably be dissatisfied. In the absence of satisfaction or trust, the level of 
retention is likely to be significantly lower (Hart and Johnson, 1999).  
 
The results from the critical incident analysis by Ranaweera et al. (2003) show how trust can be lost in 
the event of service failure, despite a satisfying service recovery experience. Researchers have 
argued both that service recovery can restore customers to a satisfied state or make them delighted 
(Johnston and Fern, 1999) and that customers who experience successful service recovery can 
sometimes be even more satisfied than those who did not experience a service failure in the first 
place (e.g. Brown, 2000). 
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Trust arises from an accumulated knowledge that allows one to make predictions, with some level of 
confidence, regarding the likelihood that a focal partner will live up to his/her obligations. Knowledge 
is accumulated from observation of partner behavior within the relationship and from reported 
reputation in other relationships (Johnson & Grayson 2005).  The development of trust is considered 
an important result of investing in a dyadic and affective relationship (commitment loyalty) between 
the parties in the relationship. Increased trust is cited as critical for relationship success between the 
customer and the business (Huang & Chiu 2006). Commitment operates in the same manner as trust, 
certain levels of commitment are required to initiate the relationship, and as the relationship evolves, 
so does the existence of commitment (Du Plessis 2010). 
 
While satisfaction may be one important driver, trust is also likely to influence retention (Ranaweera et 
al. 2003). Their results confirm the expected positive effect of trust on retention. Also Thomas (2009) 
showed that higher levels of trust are related to higher levels of customer retention and this could 
result in higher organizational profitability. Even some argue that trust is a stronger emotion than 
satisfaction and that it may therefore better predict retention (Hart and Johnson, 1999). 
Ercis et al. (2012) showed that trust has an effect on both affective commitment and continuance 
commitment. This brings us to the following hypotheses: 
H7: Trust has a positive effect on behavioral loyalty          
H8: Trust has a positive effect on commitment loyalty 
2.5   Loyalty 
A lot of research is done on loyalty in several sectors. About the sports market there is not much data 
available. In this paragraph the most important findings in other sectors about loyalty are described. 
2.5.1 What is loyalty? 
Customer loyalty is a feeling of commitment on the part of the consumer to a product, brand, 
marketer, or services above and beyond that for the competitors in the market place, which results in 
repeat purchase (Szymigin and Carrigan, 2001). 
 
The marketing literature suggests that customer loyalty can be defined in two distinct ways (Jacoby 
and Kyner, 1973). The first defines loyalty as an attitude, also named as commitment loyalty. Different 
feelings create an individual’s overall attachment to a product, service, or organization. These feelings 
define the individual’s (purely cognitive) degree of loyalty. The second definition of loyalty is 
behavioral. Examples of loyalty in terms of behavior include continuing to purchase services from the 
same supplier, increasing the scale and or scope of a relationship, or the act of recommendation (Yi, 
1990). The use of both attitude and behavior in a loyalty definition substantially increases the 
predictive power of loyalty (Pritchard and Howard, 1997). 
 
Also Hayes (2013) approaches loyalty in these two broad categories. He calls them emotional and 
behavioral. Emotional loyalty is about how customers generally feel about a company/brand (for 
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example when somebody loves, trusts, willing to forgive the company/brand). Behavioral loyalty, on 
the other hand, is about the actions customers engage in when dealing with the brand (for example 
when somebody recommends, continues to buy, buys different products from the 
company/brand).  Generally speaking, we might think of customer loyalty in the following way: 
“customer loyalty is the degree to which customers experience positive feelings for and engage in 
positive behaviors toward a company/brand” (Hayes, 2013). 
2.5.2 What does loyalty indicate? 
Loyalty is predominantly satisfaction driven (Rust and Oliver, 1994). Loyal customers are less likely to 
switch because of price and they make more purchases than similar non-loyal customers (Reichheld 
and Sasser, 1990). Loyal customers will also help promote the brand. They will provide strong word-
of-mouth, create business referrals, provide references, and serve on advisory boards. Raman (1999) 
states, loyal customers serve as a fantastic marketing force by providing recommendations and 
spreading positive word-of-mouth; those partnership-like activities are the best available advertising a 
company can get. Numerous research studies showed that companies can generate more profit 
through retaining their current customers rather than to attain previous ones (Hogan et al., 2003; 
Nimako et al., 2010). 
 
Duffy (2003) says that the development of customer loyalty is a strategic objective for most 
companies. There are many different terms used in business today to describe the process of building 
customer loyalty. Each of these terms describes a means to an end. In virtually all cases, the 
objective is to build loyalty. Loyalty is the feeling that a customer has about a brand. Loyalty ultimately 
generates positive and measurable financial results. Improvements in retention and increases in 
share of customer are the obvious economic benefits. There are certain other benefits that are not 
always quite so obvious. The benefits of loyalty include: cost savings, referrals, complain rather than 
defect, channel migration, unaided awareness and greater awareness of brand assets.  
2.5.3 Dimensions of loyalty 
Oliver (1981) has argued that consumers first become loyal in a cognitive sense, perceiving from 
brand attribute information that one brand is preferable to its alternatives. At the second stage comes 
affective loyalty, whereby a consumer develops a liking for the brand, based on cumulatively 
satisfying usage occasions. At the third stage comes conative loyalty, whereby the consumer is 
committed to rebuying the same brand. This leads to the fourth stage, which is action loyalty, whereby 
the consumer exhibits consistent repurchase behavior. 
 
According to a model presented by Zeithaml et al. (1996), behavioral intention can be captured by 
such measures as repurchase intentions, words of mouth, loyalty, complaining behavior, and price 
sensitivity. Consumer acceptance of price increases is an important issue in the study of services 
marketing and service relationships. 
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Many studies have reported that customer satisfaction is directly related to customer loyalty (Dick and 
Basu, 1994; Oliver, 1999). Oliver (1980) conducted a path analysis and found that customer 
satisfaction can influence after-purchase attitudes and repurchase intentions, and Kim and Oh (2002) 
suggested that customer satisfaction can strengthen repurchase intentions. Anderson and Sulivan 
(1993) found that the higher the level of customer satisfaction, the stronger the repurchase intentions. 
Bowen and Chen (2001) say that satisfaction does not equal customer loyalty. Managers should 
realize that having satisfied customers is not good enough, they must have extremely satisfied 
customers. The results of their study support the contentions that there is a positive correlation 
between loyal customers and profitability. Loyal customers indeed provide more repeat business and 
are less likely to shop around for the best deals than non-loyal customers. Oliva et al. (1992) verified 
the nonlinear and asymmetric relationship between customer satisfaction and customer loyalty. There 
are two critical thresholds affecting the link between satisfaction and loyalty. On the high side, when 
satisfaction reaches a certain level, loyalty increases dramatically; at the same time, when satisfaction 
declines to a certain point, loyalty drops equally dramatically (Oliva et al., 1992). Schijns (2002) found 
that very satisfied customers have a till six times higher intention to repurchase than reasonably 
satisfied customers (behavioral loyalty). The relationship between satisfaction and loyalty is more 
asymmetric than linear. Customer loyalty, which may be called the continuously positive purchasing 
behavior of a customer towards a certain company or brand, is clearly affected by customer 
satisfaction (Bei and Chiao 2006). This is in line with H4 and H5 mentioned in paragraph 2.3.  
 
The emotional component of loyalty named by Hayes (2013) is divided in different dimensions. Meyer 
and Allen (1984) initially proposed that a distinction must be made for the emotional component 
between affective and continuance commitment, with affective commitment denoting an emotional 
attachment to, identification with the company/brand and continuance commitment denoting the 
dependence on the company/brand and the costs to switch the company/brand. Achrol (1997) says 
that affective commitment is rooted in identification, shared values, belongingness, dedication, and 
similarity. Bendapudi and Berry (1997) are saying that in marketing relationships, a consumer is likely 
to be committed to a relationship if he or she faces concrete switching costs or if the benefits that he 
or she receives from the partner are not easily replaceable from other potential exchange partners. 
This describes the continuance component. 
 
Allen and Meyer (1990) later suggested a third distinguishable component of commitment, normative 
commitment, which reflects a perceived obligation to remain by this company/brand. Wiener (1982) 
defined normative commitment as the totality of internalized normative pressures to act in a way, 
which meets organizational goals and interests. He also suggests that individuals exhibit behaviors 
solely because they believe it is the right and the moral thing to do. Hur & Kang (2012) are using 
these same dimensions (affective, normative, and continuance customer commitment) as emotional 
components. For the behavioral component they separate service retention, word of mouth, and 
willingness to pay.  
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Service retention is seen as the continuance of the relationship as a customer with the 
company/brand (Lemon et al. 2002). Retention is influenced by future use of the product (Lin and Wu 
2011). Morgan and Hunt (1994) have demonstrated that commitment of an affective nature is 
positively related to customer retention. Customer advocacy, is also regarded as an important 
consequence of customer commitment (Morgan and Hunt 1994). Customers who feel comfortable in 
their relationships with service providers can be expected to act as promoters for the organization 
(Gremler and Gwinner 2000). This can be seen as a type of customer citizenship behavior. In the 
literature, it has been shown that there is a positive effect of affective commitment on organizational 
citizenship behaviors (Allen and Meyer 1990). 
 
Morgan and Hunt (1994) found a positive relationship between customer commitment and customer 
acquiescence. This leads to the following hypothesis: 
H9: Commitment loyalty has a positive effect on behavioral loyalty 
2.6 Hypotheses 
In the above paragraphs the following hypotheses are formed:  
H Dimension Effect On dimension 
1 Service quality Positive Customer satisfaction 
2 Service quality Positive Behavioral loyalty 
3 Service quality Positive Commitment loyalty 
4 Customer satisfaction Positive Behavioral loyalty 
5 Customer satisfaction Positive Commitment loyalty 
6 Customer satisfaction Positive Trust 
7 Trust Positive Behavioral loyalty 
8 Trust Positive Commitment loyalty 
9 Commitment loyalty Positive Behavioral loyalty 
 
 
If we translate these hypotheses and the provided information in chapter two, the following conceptual 
model can be made: 
  
Exhibit 4: Hypotheses 
Exhibit 5: Conceptual model loyalty in the PCS 
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Chapter 3: Research methodology  
This section describes the research design that was used for this research. It provides information 
about the research strategy, the population, design, procedure and the measurements.   
3.1 Method of research 
In this section research strategies are discussed and the most relevant techniques for this research 
are chosen. To determine which research strategy is appropriate, two factors are important; the aim 
and the complexity of the research (Yin, 1994). The aim of this research is to find out how service 
quality, customer satisfaction and trust are influencing the loyalty of customers in the SPS market.  
 
About the complexity of the research we can say that we need to collect data about all this four 
dimensions (service quality, customer satisfaction, trust and loyalty) from sport clubs operating in the 
SPS market. These four different dimensions are consisting of even more dimensions. As Maniriman 
(2010) says: the impact of service quality and customer satisfaction on customer loyalty is complex. 
He has predicted the direct and indirect effects of service quality and customer satisfaction on 
customer loyalty with the help of Structural Equation Modeling.  
The best way to collect data about service quality, satisfaction, trust and loyalty on the SPS market is 
through a questionnaire. To select a research method the following theoretical and practical issues 
named by Frechtling Westatet al. (2002) are taken into consideration: The value of the types of data, 
the relative scientific rigor of the data, basic underlying philosophies of evaluation, credibility of 
findings, staff skills, costs and time constraints. A questionnaire has the best fit for gathering 
descriptive data, it can cover a wide range of topics, it is relatively inexpensive to use and it can be 
analyzed using a variety of existing software.  
The items to measure service quality, satisfaction, trust and loyalty are available from previous 
research and therefore easy to quantify. However they have to be made specific for the SPS market. 
This aspect, together with the aim of this research, favors a questionnaire as research strategy, that 
is, a quantitative analysis. 
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3.2. Data collection 
The questionnaire is reviewed by 5 persons. Each is interviewed after they completed the 
questionnaire. Their feedback provided some valuable comments and confirmations. There are 
several reversed questions in the questionnaire, which were confirmed by the reviewers. We were not 
sure if people would notice and thereby answering these questions the way they are meant to answer 
it. With this confirmation we decided to keep these questions as a part of the questionnaire. Other 
useful feedback we got was about the order of the questions. All questions were clustered by subject, 
some of these questions are very much related which made the people check what they answered the 
question before. They advise us to change the order of the questions. We acknowledge the comment 
and in the final version the questions were shuffled.  
  
As Schmidt (1997:274) says: “The world wide web presents survey researchers with an 
unprecedented opportunity to examine groups of people with questionnaires tailored to the 
investigation of both broad and narrow topic domains”.  
 
Nowadays sport clubs communicate via e-mail. They have the e-mail addresses of most of their 
members. Using e-mail is a good way of communication, so you can also reach the people that are 
not coming to the sport club because  for example they are injured or they just support the club and 
are not actually training themselves. We created the questionnaire with the software provided on 
www.thesistools.com. We used the download facility to download the data to excel.  
 
To collect the data members of two different sport clubs in Zeist (Netherlands) are questioned. Both 
clubs use the same accommodation and have the same name but are managed by different boards. 
The first is a track & field club and the second is a survival club. The survival club is using the same 
clubhouse as the track & field club but they have an additional training area where the survival 
obstacles are situated. This training area is not available for members of the track & field club. All 
members above the age of 16 years have received an e-mail asking to complete the questionnaire, 
this includes 152 member of the track & field club and 88 members of the survival club. In the e-mail 
features of the Total Design Method (TDM) developed by Dillman (1978) are used to increase the 
response rate: 
 Respondents are told their response will represent those for many other members of sport 
clubs.  
 The confidentially of the questionnaire was emphasized and participants are promised that 
their names will not be placed on the questionnaire.  
 Respondents are offered to receive the final report of this research 
 Approximately one week after the first e-mail, a reminder is sent. This e-mail also thanks 
those who already responded.  
 A week after the second e-mail we visited the members during a training session and asked 
them to complete a paper version of the questionnaire if they had not done it online already. 
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3.3. Operationalization  
3.3.1 Service quality 
A questionnaire is done to determine the service quality dimensions. The questionnaire consists of 
questions about staff, installations and programme. These three dimensions are used by Yildiz and 
Kara (2012). Five questions are asked for the quality dimensions staff and installations and four 
questions about the programme.  
3.3.2 Customer satisfaction 
There are different ways to measure customer satisfaction. A review of the literature revealed over 40 
different scales used to measure consumer product or service satisfaction, used in different settings, 
from retail to airlines and more (Haddrell, 1994). In this research we asked customers five questions 
to measure their satisfaction. These questions are also used by Nuviala et al. (2012). 
 
They use these questions in their research to evaluate the perceived quality, satisfaction and the 
perceived value among customers of public and private professional sports services in Spain, and to 
establish prediction models for satisfaction and perceived value. 
3.3.3 Loyalty 
Loyalty is split into commitment loyalty (emotional component) and behavioral loyalty. To measure 
commitment loyalty we use the components normative commitment, affective commitment and 
continuance commitment, used by Bansal, Irving & Taylor (2004). We also use the same questions as 
Bansal, Irving & Taylor (2004). These are four questions about normative commitment, three 
questions about affective commitment and also three questions about continuance commitment. To 
measure the customer loyalty behaviors, the components service retention, word of mouth, and 
willingness to pay are used. The components and questions are based on Zeithaml, Berry & 
Parasuraman (1996). About all these three components, three questions are asked.  
3.3.4 Trust  
To measure trust we also use the components and questions that are used by Bansal, Irving & Taylor 
(2004). Five questions are asked about to measure trust.  
3.3.5 Questionnaire 
Besides the above mentioned questions also four control questions are integrated in the 
questionnaire in case they were needed. These four questions consisted of questions about 
programme, installations, staff and service quality. The questionnaire starts with a short introduction, 
stating that the aim of the questionnaire is to explore what makes people loyal to a sport club. The 
questionnaire consists of 54 questions in total and will take about 5 to 10 minutes to complete.  
 
The first six questions provide information about the person and sport club itself. The next questions 
are about service quality, customer satisfaction, loyalty and trust. The participants are asked to 
answer these questions on a 5-point Likert scale ranging from 1=strongly disagree to 5=strongly 
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agree to measure respondents’ agreement levels on each item. This is the same scale Yildiz and 
Kara (2012) used for their Qsport-14 research. The internal reliability coefficients, Cronbach’s alpha 
(α) and other measures (for example: AVE and Composite reliability, Commonalities) will be used in 
order to assess reliability, convergent validity and discriminant validity. Questions that seem to be 
unreliable will be removed. The full questionnaire can be found in appendix 1. The validation and 
background of the questionnaire can be found in appendix 2.  
3.4. Data-analysis  
134 questionnaires were returned. 10 people did not complete the whole questionnaire. A total of 124 
questionnaires were completed totally and are used for the data-analysis. To analyze the data we use 
Structural Equation Modeling.  
 
Structural equation models go beyond ordinary regression models to incorporate multiple independent 
and dependent variables as well as hypothetical latent constructs that clusters of observed variables 
might represent. They also provide a way to test the specified set of relationships among observed 
and latent variables as a whole, and allow theory testing even when experiments are not possible. As 
a result, these methods have become ubiquitous in all the social and behavioral sciences (MacCallum 
& Austin, 2000). 
3.5. Methodological issues  
Underneath a few methodological issues are explained. For this research limited time and limit budget 
is available. This is why the research is limited to a small group. The questionnaire is spread under 
members of two different sport clubs using the same training location. Not all members are reached 
because of the absence of members during training times and the absence of correct e-mail 
addresses. Besides these limitations there are some other limitations we will discuss further.  
For example, there could be moderating effects, which we cannot exclude completely. This because 
these can have an impact on the results. The following possible moderating effects are excluded: 
- Age of the member  
- Income of the member 
- Education of the member 
- Length of membership 
- Available time for leisure 
Because of limitations we will consider the reliability, external validity, internal validity, theoretical 
relevance and practical relevance. 
3.5.1 Reliability 
A combined questionnaire is used. The questionnaire is combined with validated questions by other 
researchers namely: Yildiz & Kara (2012), Nuviala et al. (2012), Bansal, Irving & Taylor (2004), 
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Zeithaml, Berry & Parasuraman (1996), Yu & Dean (2001), Lemon (2002), Lin and Wu (2011), 
Greenwell et all. (2002), Gonzales (2007) Dabholkar (1995). Most of these researchers did their 
research in other industries. Some questions had to be changed to make them a little more specific 
for the sports sector. Before the research the limitations are named. Further limitations noticed during 
the research process are mentioned in chapter 5.  
3.5.2 External validity 
Only a small sample is used for this research. This research is taken in a very specific group. Only 
two sport clubs from the same area using the same accommodation are included in this research. 
Also both sport clubs are providing an individual sport. We cannot guarantee that these results are 
valid for other sport clubs.  
3.5.3 Internal validity 
First the research results are analyzed to see if the results are useful for the research. It also can be 
used to compare patterns (Yin, 2009). Already demonstrated results by other researchers can be 
used for comparison to control the internal validity. Only questions that can be answered on a Likert-
scale are used. This means that there is no space for respondents to bring in something different. 
This makes the answers more valid. Other influencing factors noticed during the research are 
explained in chapter 5.  
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Chapter 4: Results 
4.1 Introduction 
In this chapter the research results will be presented. The chapter starts with the presentation of the 
results. After that the data will be analyzed and explained further. 
4.2 Research results 
240 members were asked to complete the questionnaire. 134 questionnaires are returned which is a 
response rate of 55,8%. 124 Questionnaires are useful for the research because 10 are missing too 
much data. This number is enough to reach the minimum sample size since the minimum sample size 
should be ten times the maximum number of arrowheads pointing at a latent variable anywhere in the 
Partial Least Squares (PLS) path model (Hair et al. 2011). The maximum number of arrowheads 
pointing at a latent variable is 4, so a minimum of 40 respondents was required. Another sample size 
recommendation used by Hair et al. (2014) depends on the maximum number of independent 
variables in the measurement, based on a statistical power of 80%. Our model has three independent 
variables (staff, install and programme). They use a table made by Cohen (1992). This table shows us 
that with 124 respondents we need a minimum R2 of 0,1 for a significance level of 5%.  
Underneath in exhibit 6 some general information about the respondents can be found.  
 
 Gender 
Number of 
respondents 
Percentage 
male 86 69,4 
female 38 30,6 
Total 124 100 
Club 
Number of 
respondents 
Percentage 
track & field 80 64,5 
survival 44 35,5 
Total 124 100 
Educational level 
Number of 
respondents 
Percentage 
Elementary 
school 
11 8,9 
High school 15 12,1 
Vocational 
education 
17 13,7 
Bachelor 40 32,2 
Master 41 33,1 
Total 124 100 
Current period of 
membership 
Number of 
respondents 
Percentage 
0 to 1 year 23 18,5 
1 to 2 years 13 10,5 
2 to 5 years 21 17 
5 to 10 years 23 
18,5 
 
more than 10 years 44 35,5 
Total 124 100 
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Exhibit 6: General information about the respondents 
You can see that many respondents have a high level of education. The ages are well spread, 
although the age in the survival club is lower compared to the track & field club because survival is a 
less appropriate sport for people above 50 than track & field since it is physical very hard. Also the 
number of women is much lower for the survival club. All this demographic data corresponds to the 
total memberships of the clubs.    
4.3 Analysis of the data 
The data is analyzed to make sure that the data is useful for the research and significant statements 
can be made. First of all we tested if the data is normally distributed. The skewness and kurtosis tests 
in SPSS show that some of the data is non-normal distributed. The items staff1 and trust3 are 
skewed. The items staff1, staff3, install2, prog3, prog4, trust3, trust5, normcomm2, sretent4 are 
peaked (Kurtosis). 
 
To analyze our conceptual model we have chosen to use a SEM approach. We had to choose 
between Partial Least Square Structural Equation Modeling (PLS-SEM) and Covariance-based 
Structural Equation Modeling (CB-SEM). PLS-SEM (by Smart PLS) was the most appropriate 
approach, because it can work with small samples in contrast to CB-SEM which is a large sample 
size application. Since we only have 124 respondents and non-normal data, PLS-SEM is the logical 
choice. Smart PLS works with a regression method that makes this data more rigid (Hair et al. 2011). 
Another reason to use Smart PLS is that our research is exploratory. Smart PLS focuses on 
explaining the variance in the dependent variables when examing the model (Hair et al. 2014). 
Training frequency 
Number of 
respondents 
Percentage 
< 1 time a week 11 8,9 
1 time a week 52 41,9 
2 times a week 44 35,5 
3 times a week 13 10,5 
4 times a week 3 2,4 
> 4 times a week 1 0,8 
Total 124 100 
Age 
Number of 
respondents 
Percentage 
< 20 15 12,2 
20-30 26 21,0 
30-40 16 12,9 
40-50 22 17,7 
50-60 22 17,7 
60+ 23 18,5 
Total 124 100 
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4.3.1 Convergent validity & indicator reliability 
 “Convergent validity is the extent to which a measure correlates positively with alternative measures 
of the same construct. An established rule of thumb is that a latent variable should explain a 
substantial part of each indicator’s variance, usually at least 50%. This means that an indicator’s outer 
loading should be above 0,708 since that number squared(0,708²) equals 0,50. Generally, indicators 
with outer loadings between 0,40 and 0,70 should be considered for removal from the scale only 
when deleting the indicator leads to an increase in the composite reliability (or the average variance 
extracted (AVE)) above the suggested threshold value. Using the same logic as used with the 
individual indicators, an AVE value of 0,5 or higher indicates that, on average, the construct explains 
more than half of the variance of its indicator” (Hair et al. 2014: 102-103). 
 
Not all measured items are used in the conceptual model because they are not meeting the 
necessary criteria, which means they do not contribute enough to the associated latent construct. If 
we look to the indicator reliability we considered all items with outer loadings between 0,4 and 0,7 for 
deleting in order to reach the minimum AVE of 0,5. In appendix 3 you will find all outer loadings before 
deleting. All red marked outer loadings are below 0,708 and are deleted from the model. All yellow 
marked outer loadings are between 0,4 and 0,7 but are remained in the model because deletion did 
not contribute to a higher AVE value. Because several outer loadings are deleted, the outer loadings 
of the remained items have changed. The final model and its outer loadings are showed in exhibit 7. 
In Appendix 4 you will find the average variance extracted (AVE) values from before and after deleting 
items.  
 
All items that are deleted in a construct are also deleted in another construct if the same item was 
used. Because we used the repeated indicator approach. The same items of the lower order 
constructs (LOCs) were used in the higher order constructs (HOCs). This means that the same 
measurement model evaluation criteria apply to the HOCs as for any other construct in the PLS path 
model. On the next page you find the final conceptual model.  
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* = p-value < 0,001 ** = p-value < 0,01 *** = p-value < 0,05 NS = p-value is not significant 
Exhibit 7: Final model including outer loadings and t-values 
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With this final model the skewness and Kurtosis (peaking) tests are done. For using the SEM method 
the skewness and Kurtosis can vary between -1 and +1 for a normal distribution (Gao et al. 2008). 
The results of this test are showing that trust 3 is not normal distributed because it is skewed and 
peaked. Staff3, install2, and trust5 are peaked so they are also non-normal distributed. See appendix 
5 for all results from the skewness and Kurtosis tests. The deviations are minor and not across the full 
dataset. A test is done with normal distributed data on the basis of data transformation. This results in 
less skewness but more frequent and worst forms of kurtosis and the same items had to be deleted. 
So this degree of skewness and kurtosis is not an issue and the items were maintained. Especially 
because we have chosen to use PLS-SEM which can work with non-normal distributed data. 
4.3.2 Composite reliability & discriminant validity 
The next step is to check the measuring model on several other quality criteria named by Hair et al. 
(2014) in PLS-SEM. These are the following quality criteria: composite reliability, indicator reliability, 
and discriminant validity. When the model meets these criteria it is justified to start analyzing the 
structural model. The composite reliability is used to measure the internal consistency reliability, 
which is also measured by Cronbach’s alpha. The composite reliability takes into account the different 
outer loadings while Cronbach’s alpha considers all indicators equally (Hair et al. 2014). The 
composite reliabilities are all between 0,8 and 0,9 except sretent, because sretent is a single item 
construct. You can find the composite reliability in exhibit 8. These values for the composite reliability 
are satisfactory according to Nunally & Bernstein (1994). They say that in advanced stages of 
research values between 0,7 and 0,9 can be regarded as satisfactory. 
             AVE Composite Reliability 
Affcom 0,7667 0,8679 
BEH LOY 0,5116 0,861 
COM LOY 0,5176 0,8941 
Concomm 0,715 0,8808 
Install 0,6769 0,8073 
Normcomm 0,73 0,89 
Prog 0,6848 0,8127 
SERVQUAL 0,5128 0,8623 
Sat 0,6398 0,8986 
Sretent 1 1 
Staff 0,8163 0,8988 
Trust 0,5801 0,8727 
WoM 0,7639 0,8661 
Wtopay 0,7563 0,903 
Exhibit 8: Composite reliability 
The discriminant validity is the extent to which a construct is truly distinct from other constructs by 
empirical standards. It implies that a construct is unique and captures phenomena not represented by 
other constructs in the model (Hair et al. 2014). This can be measured by the use of cross-loadings. 
The correlation between the items used for the construct should be higher than the correlation 
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between any other item and the construct. In appendix 6 you can find the cross-loadings. All 
correlations between the items and associated construct are higher than the correlations with other 
items and the construct. Also another test is done to check the discriminant validity, this is the Fornell-
Larcker criterion. It compares the square root of the AVE values with the latent variable correlations. 
These values can be found in appendix 7. The yellow marked values have higher latent variable 
correlations compared to the square root of the AVE, so the discriminant validity has not been 
established. In this case it is allowed since these are correlations between HOC and LOCs. The four 
most important quality criteria for a reflective model (Convergent validity, indicator reliability, 
composite reliability and discriminant validity) are now checked to see if the model is reliable and valid 
to be analyzed further. The results show that the values are reliable and valid so we can continue 
analyzing the structural model.   
4.3.3 Assessing structural model results 
The structural model in PLS-SEM is assessed on the basis of heuristic criteria that are determined by 
the models predictive capabilities. The key criteria to asses a structural model in PLS-SEM are the 
significance of the path coefficients, the level of the R² values, the f² effect size, the predictive 
relevance (Q²) and the q² effect size. (Hair et al. 2014). There is also no sign of collinearity issues, 
since all Variance Inflation factor (VIF) values are in range from 0,2 to 5,0. We have a VIF value 
variation between 1,0 and 2,0. See appendix 8. In exhibit 9 you will find the path coefficients. 
                    
Original 
Sample 
(O) 
Sample 
Mean (M) 
Standard 
Deviation 
(STDEV) 
Standard 
Error 
(STERR) 
T Statistics 
(|O/STERR|) 
P-value 
BEH LOY -> Sretent 0,6461 0,6459 0,0632 0,0632 10,2173 3,75E-18 
BEH LOY -> WoM 0,7099 0,7097 0,0562 0,0562 12,6312 5,08E-24 
BEH LOY -> Wtopay 0,9116 0,9121 0,017 0,017 53,5306 1,47E-87 
COM LOY -> Affcom 0,7421 0,739 0,059 0,059 12,5844 6,59E-24 
COM LOY -> BEH LOY 0,3479 0,344 0,0756 0,0756 4,604 1,01E-05 
COM LOY -> Concomm 0,9035 0,9054 0,0173 0,0173 52,3043 2,31E-86 
COM LOY -> Normcomm 0,8424 0,8431 0,0381 0,0381 22,1075 7,65E-45 
Install -> SERVQUAL 0,3642 0,3641 0,0318 0,0318 11,445 3,83E-21 
Prog -> SERVQUAL 0,4016 0,4014 0,0278 0,0278 14,4402 2,47E-28 
SERVQUAL -> BEH LOY 0,1399 0,1372 0,0702 0,0702 1,9926 0,0485014 
SERVQUAL -> COM LOY -0,0297 -0,0295 0,0962 0,0962 0,3088 0,7579919 
SERVQUAL -> Sat 0,3826 0,3867 0,0781 0,0781 4,8967 2,97E-06 
Sat -> BEH LOY 0,3152 0,3169 0,0733 0,0733 4,2986 3,44E-05 
Sat -> COM LOY 0,2758 0,2747 0,0908 0,0908 3,0369 0,0029144 
Sat -> Trust 0,555 0,5607 0,0595 0,0595 9,3332 5,18E-16 
Staff -> SERVQUAL 0,424 0,4233 0,0253 0,0253 16,7423 1,28E-33 
Trust -> BEH LOY 0,2468 0,2475 0,0674 0,0674 3,6603 0,0003713 
Trust -> COM LOY 0,3522 0,3573 0,1064 0,1064 3,311 0,001217934  
Exhibit 9: Path coefficients 
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Several path model coefficients have rather low values. To assess whether these relationships are 
significant we used the bootstrapping method (124 cases, 5000 samples). We see that all t-values are 
above 1,96 which means there is a significance level of 5%. The only exception is the relation 
between SERVQUAL and COM LOY which has a t-value of only 0,3088. In exhibit 11 you can find the 
p-values calculated in Excel (version: 2011) with the T.VERD.2T function (124 degrees of freedom). It 
shows that there is one relationship that is not significant: SERVQUAL -> COM LOY. In exhibit 7 you 
find the structural model including all t-values and the significance of the p-values.  
 
Exhibit 10 shows the different R²  values of the endogenous constructs and their strengths.  
         R Square Strength 
 BEH LOY 0,6632 moderate 
 COM LOY 0,2925 weak 
     Sat 0,1464 weak 
   Trust 0,308 weak 
Exhibit 10: R² values 
Appendix 9 shows all f² and Q² values. We used an omission distance of 7. The f² effect size allows 
assessing an exogenous construct’s contribution to an endogenous latent variable’s R² value. The 
data shows that there are two medium and five small effects on a certain endogenous construct. The 
Q² effect size is showing the predictive relevance on a certain endogenous construct. All values are 
above zero so there is predictive relevance although this is a very small amount. 
4.4 Hypotheses 
Now we have all values so we can determine which constructs influence each other, determine 
whether the hypotheses are significant and we can answer the main question of our research. You 
can find all hypotheses and their significance in exhibit 11. We used the t-test (>1.96) and the p-test 
(<0.05) to judge the significance of the hypotheses. 
H Dimension Effect On dimension T-value P-value Significance 
1 Service quality Positive Customer satisfaction 4,8967 2,99727E-06 hypothesis accepted 
2 Service quality Positive Behavioral loyalty 1,9926 0,048519292 hypothesis accepted 
3 Service quality Positive Commitment loyalty 0,3088 0,757996092 hypothesis rejected 
4 Customer satisfaction Positive Behavioral loyalty 4,2986 3,46136E-05 hypothesis accepted 
5 Customer satisfaction Positive Commitment loyalty 3,0369 0,002918873 hypothesis accepted 
6 Customer satisfaction Positive Trust 9,3332 5,51297E-16 hypothesis accepted 
7 Trust Positive Behavioral loyalty 3,6603 0,00037237 hypothesis accepted 
8 Trust Positive Commitment loyalty 3,311 0,001220468 hypothesis accepted 
9 Commitment loyalty Positive Behavioral loyalty 4,604 1,01761E-05 hypothesis accepted 
Exhibit 11: Hypotheses 
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4.5 Research questions 
The goal of this research is to show the relation between the provided service quality, satisfaction, 
trust and the member’s loyalty to the sport club. What is the relation between service quality, 
member’s satisfaction, member’s trust and the member’s loyalty to sport clubs and which factors have 
influence on the perceived service quality are the main questions in this research. 
 
The main objective of this study is to indicate the relative importance of the three dimensions of 
perceived service quality, so managers can make the necessary adjustments on specific dimensions 
to improve service quality and customer satisfaction. With the testing of the hypotheses we have 
gained more insight in the answers of this research questions. 
 
Service quality, satisfaction, trust and commitment loyalty are contributing to behavioral loyalty. 
Satisfaction and trust are influencing commitment loyalty. Service quality does not influence 
commitment loyalty directly but via satisfaction and trust service quality does influence commitment 
loyalty.  
 
It is demonstrated that all the constructs in the conceptual model have at least one significant 
relationship. Also all constructs have a significant relationship with behavioral loyalty. This means that 
all constructs in the model are part of the customer loyalty relation in the PSC. Out of the nine 
hypotheses eight can be accepted.   
 
With the results of the hypotheses it can be explained on which dimension a PSC has to work to 
influence a certain other dimension. A PSC can use these hypotheses and dimensions to research 
the strength of these dimensions in their own PSC. By using this they can see on what dimensions 
they can improve their service.   
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Chapter 5: Conclusion, discussion and recommendations 
5.1 Conclusion 
The conceptual model satisfies the minimum criteria of a model, this means that all criteria in the 
model have a fit and the model is reliable. Eight out of nine hypotheses meet the criteria for the p-
value and the t-value. Several conclusions can be made from this research at two PSCs. 
 
Yildiz and Kara (2012) and Mosahab et al. (2010) and also most recent published research in the 
SPS sector from Avourdiadou & Theodorakis (2014) suggest that there is a significant positive 
relationship between service quality and loyalty. In our research we divide customer loyalty in 
commitment loyalty and behavioral loyalty. Our research confirms a significant positive relationship 
between service quality and behavioral loyalty. The relationship between service quality and 
commitment loyalty is not significant. This means that service quality does not contribute to 
commitment loyalty in a direct way. When looking at the total effects we cannot see a significant 
relationship. When considering the total effects, f² effect and Q² effect size we see that service quality 
has a very small impact on commitment loyalty, this means that service quality does influence 
commitment loyalty in an indirect way. Other researchers in the SPS sector have not split loyalty into 
commitment loyalty and behavioral loyalty during their research on the effect of service quality, 
satisfaction or trust (or any of the combinations) on loyalty. Meaning this result cannot be compared 
with other researchers. This is why our research results give a new perspective on the approximation 
of loyalty under PSCs. These results can lead to a different approach of creating loyalty in the SPS 
sector, especially if a PSC is looking for how they can increase commitment loyalty. Possibly this is 
also applicable in other sectors. For future research between service quality and loyalty it can be 
interesting to split loyalty into behavioral loyalty and commitment loyalty.   
 
A positive relationship between service quality and customer satisfaction is found by several 
researchers; these researchers include Cronin and Taylor (1992), Parasuraman et al. (1985), Yi et al. 
(1996), Mosahab et al. (2010), Rial Boubeta et al. (2010) and also most recent published research in 
the SPS sector from Avourdiadou & Theodorakis (2014). We can confirm this significant positive 
relation between service quality and customer satisfaction.  
 
Selnes (1998) shows that customer satisfaction drives trust, as satisfaction is a manifestation of the 
other party’s ability to meet relational norms. Also Shpëtim (2012) shows in his research that 
satisfaction has a positive influence on trust. Bansal, Irving and Taylor (2004) show in their model that 
when satisfaction is treated as an antecedent of trust, the path coefficient is significant. In our 
research we treat satisfaction as an antecedent of trust and a positive relationship between 
satisfaction and trust is significant. 
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In our research customer satisfaction has a significant positive effect on behavioral loyalty and 
commitment loyalty. This is what is expected because several other researchers found this positive 
relation before. These researchers include: Hallowell (1996), Anderson and Sullivan (1993), Bearden 
et al. (1980), Oliver (1980), Bolton and Drew (1991), Fornell (1992), Kim and Oh (2002), Kim and Han 
(2013), Dick and Basu (1994) and Oliver (1999), Dimitriades (2006) and also most recent published 
research in the SPS sector from Avourdiadou & Theodorakis (2014).  
 
Thomas (2009) shows that higher levels of trust are related to higher levels of customer retention. 
Also the results from Ranaweera et al. (2003) confirm the expected positive effect of trust on 
retention. Ercis et al. (2012) shows that trust has an effect on both, affective commitment and 
continuance commitment. In our conceptual model we also added normative commitment as a part of 
commitment loyalty. A positive relationship between trust and commitment loyalty is found and also a 
positive relationship between trust and behavioral loyalty is found.  
 
Hunt (1994) found a positive relationship between customer commitment and customer 
acquiescence. Customer acquiescence is comparable to behavioral loyalty. In our research also a 
positive relationship between commitment loyalty and behavioral loyalty is found.  
 
Besides al the direct relationships we also can conclude that there are the following indirect 
relationships: Service quality and behavioral loyalty (via satisfaction, trust and commitment), service 
quality and commitment loyalty (via satisfaction and trust), customer satisfaction and behavioral 
loyalty (via trust and commitment), customer satisfaction and commitment loyalty (via trust), trust and 
behavioral loyalty (via commitment loyalty). If we look at the drivers of service quality we can conclude 
that staff has the biggest influence on service quality, followed by programme and installations 
respectively. Commitment loyalty does influence behavioral loyalty, followed by customer satisfaction, 
trust and service quality if we look to the direct effects. If we look at the total effects we see that all 
relations are significant except the relation between service quality and commitment loyalty. By 
looking at the f² and Q² effect sizes for behavioral we can conclude that commitment loyalty has the 
biggest effect on behavioral loyalty followed by satisfaction, trust and service quality. For commitment 
loyalty we can conclude that trust has the biggest effect followed by satisfaction and service quality. 
The effect of trust is bigger on commitment loyalty than on behavioral loyalty. The effects of 
satisfaction and service quality are bigger on behavioral loyalty than on commitment loyalty. This data 
can be used to improve commitment loyalty and behavioral loyalty. For example if we want to improve 
commitment loyalty, the biggest step can be made by improving trust. But there is something else that 
organizations have to reconsider before making choices, this is the organizations current levels of 
service quality, satisfaction and trust, in other words: how far can we improve the current level of 
these constructs. If a PSC wants to improve the behavioral loyalty among their members, one of the 
things to improve is the service quality. They can focus on staff; since this has the biggest influence 
on service quality but also programme and installations are substantial to work on to improve the 
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service quality. To create commitment loyalty the first focus should be on trust since trust has the 
biggest influence on commitment loyalty, also satisfaction will have an impact on commitment loyalty 
but this impact will be lower. 
 
Summarizing we can say that this research contributes to science. Constructs have never been tested 
in this composition. In the SPS sector (for example PSCs) very little research is done about the 
relationship between service quality and loyalty. Also in this market service quality, satisfaction and 
trust are influencing loyalty. The conceptual model has been confirmed and it shows how behavioral 
loyalty is established and what constructs are part of the process to create loyalty. 
5.2 Discussion/Limitations 
Our research has some limitations which will be discussed in this paragraph. These limitations can 
have biased the quality of the research and the conclusions drawn. To test the quality of a research 
the following aspects are important according to Yin (2009): construct validity, internal validity, 
external validity and the reliability.  
5.2.1 Construct validity 
The construct validity is discussed in the chapter results. The constructs are meeting the minimum 
criteria for composite reliability, convergent validity, indicator reliability and discriminant validity. 
5.2.2 Internal validity 
A few of the questions in the questionnaire were reversed. This can result in interpretations issues. 
We have tried to compare these results with the results of other questions of the same respondents 
and it looked like they were consistent with their other answers. During the interviews we validated if 
people noticed reversed questions. For all that we still cannot exclude that there have been one or 
more respondents that interpreted these questions wrong. We have only used questions that can be 
answered on a Likert-scale. This means that there was no space for respondents to bring in 
something different. This makes the answers more valid.  
5.2.3 External validity 
Only a small sample has been used for this research. This research has taken part under a very 
specific group. Only two sport clubs from the same area using the same accommodation are included 
in this research. Also both sport clubs are providing an individual sport. We cannot guarantee that 
these results are valid for other sports cubs. Further research has to be done before statements can 
be made about the generalizability. There might be differences between sports, locations, culture, 
profit and non-profit organizations or even other differences.   
5.2.4 Reliability 
Not all members of the club are reached because not all e-mail addresses were available and/or valid. 
This is why members are also asked during training to complete the questionnaire if they had not 
completed a questionnaire online already. People that did not show up during training in the week that 
the questionnaire was given out and also had no valid e-mail address available are not reached. Only 
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data of current members are part of the research. Data of potential members and members that 
ended their membership can influence the data. They can have different opinions than current 
members but they still are part of customer loyalty of an organization. Because of limited time and 
finances it was not possible to add these groups into the research. To increase the reliability of the 
research a larger population is recommended. Also not all data is normally distributed. This can have 
an effect on the research results.   
5.2.5 Conclusion 
Despite the limitations, this research can be stated to be valid and reliable. The constructs in this 
research have been tested before, but never together in this composition. The results of this research 
are in line with the constructs tested by other researchers before in other branches. This research 
expands the knowledge about the causal relationships between service quality and customer loyalty 
to the SPS sector in general and PSCs in particular.  
5.3 Practical recommendations 
This research shows the relationships between service quality, customer satisfaction, trust and loyalty 
in the PSC. This is a complex process. The results can be used for creating loyalty among the PSC. 
We give some recommendations that can be used by organizations in the PSC and for further 
research.  
If you want to improve the service quality, the quickest way to improve is to improve the staff on 
friendliness and professionalism. Since staff has the biggest influence on service quality. After the 
staff the programme is the most important to work on by offering a variety of activities and programs 
at appropriate times. Also installations can be worked on by improving the maintenance of the 
equipment, the cleanliness of the equipment and accommodation and having useful and modern 
equipment. By improving the loyalty of a member, customer satisfaction is the construct influencing 
loyalty most. It is important to keep working on the customer satisfaction. Satisfaction does have a low 
R² value which means that the predictive relevance of service quality for satisfaction is low. Because 
of the low value there probably are also other variables playing a role in satisfaction, these can be 
part of service quality or individual constructs. Variables like the composition of the training group and 
your own performance during training could be influencing variables. 
If a PSC wants to improve commitment loyalty, they should not focus on service quality since service 
quality has no direct effect on commitment loyalty and the f² effect and Q² effect values are low. The 
focus should be on improving customer satisfaction and trust.  
From a managerial perspective, the objective of this study is to indicate the relative importance of the 
three dimensions of perceived service quality, so managers can make the necessary adjustments on 
specific dimensions to improve service quality, customer satisfaction and loyalty. The 
recommendations above can be used in this process.  
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5.4 Recommendations for further research 
We have used questionnaires that are used by other researchers before to measure the same 
components. Also we have registered all steps and questionnaires so other researchers can do the 
same research among other groups. To increase the scientific knowledge about the relationship 
between service quality, customer satisfaction, trust and loyalty in the PSC we do the following 
recommendations for further research: 
 
The research is only done at two sport clubs. To get the model more generalizable and valid we 
suggest that the same research is done among more sport clubs, preferably by using Multi-Group 
Analyses. To get a good impression of the total SPS sector the following variety of sport clubs should 
be covered; individual and team sports, different nations, different sizes of sport clubs, sport clubs 
with different subscription fees and profit and non-profit sport clubs. To measure customer retention 
as part of behavioral loyalty only one significant item was used. To get a more valid construct different 
items can be used to measure customer retention. Also other organization operating in the SPS 
sector like sport shops and sport medical centres should be researched. 
There might be other factors that can influence service quality. For example it is possible that there is 
a social factor having influence. Sports can be part of a social activity. Some people train together but 
will they still train if the other one quits? And what if you are the only woman in a group of man, will 
you perceive the same service quality? So we suggest to add training partners as constructs of 
service quality in the model. We suggest using questions about group composition and atmosphere to 
test this construct. Also we suggest to test if the social factor contributes to service quality or that it is 
an individual construct. Another suggestion is to add questions about performance in the 
questionnaire. The performance of person might contribute to the satisfaction of a person. Also 
performance can be tested as a separated construct.  
It can be interesting to test if the relations in the model depend on personal features. We suggest to 
do a Multi-Group Analyses on the same relationships between groups with: different incomes, 
different levels of education, different ages, different lengths of membership and different numbers of 
hours available for leisure. It also is interesting to do the same research among former members and 
potential members. This is a group of potential clients having their own opinion of what is important for 
them to get them to join the club. A most recent published research in the SPS sector from 
Avourdiadou & Theodorakis (2014) found a difference in the relationship between service quality and 
loyalty for novice customers and experienced customers. They also found a difference satisfaction 
and loyalty for both groups. It will be interesting to test the differences between both groups using our 
conceptual model. Especially if there is difference between both groups for the importance of the 
dimensions of service quality and the difference between both groups for the relationship between 
service quality and commitment loyalty.   
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Appendix 1: Questionnaire  
1. Gender:  
(    ) Male 
(    ) Female 
 
2. Age: 
……………………… 
  
3. Activity Programme 
(   ) Track & field 
(   ) Survival 
 
4. Length of service use 
(   ) 0 to 1 year 
(   ) 1 to 2 years 
(   ) 2 to 5 years 
(   ) 5 to 10 years 
(   ) More than 10 years 
 
5. Educational level 
(   ) Elementary school 
(   ) High School 
(   ) Vocational education 
(   ) Bachelor 
(   ) Master 
 
6. How many times a week do you visit the club?  
(   ) < 1 time 
(   ) 1 time 
(   ) 2 times 
(   ) 3 times 
(   ) 4 times 
(   ) > 4 times 
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At this sport club 
Strongly 
disagree 
Disagree Neutral Agree Strongly agree 
7.     Staff are very kind and they treat 
customers with respect 
1 2 3 4 5 
8.     Instructors are professional 1 2 3 4 5 
9.     Instructors are skilled and 
effective 
1 2 3 4 5 
10.     Customers get personalized 
attention 
1 2 3 4 5 
11.     Staff are interested for 
customers to come back 
1 2 3 4 5 
12.     Physical environment is well-
maintained 
1 2 3 4 5 
13.     Sports areas are very nice 1 2 3 4 5 
14.     Sports areas are hygienic and 
very clean 
1 2 3 4 5 
15.     Sport equipment are modern and 
sufficient 
1 2 3 4 5 
16.  Dressing rooms, toilets and 
showers are well-kept and sufficient 
1 2 3 4 5 
17.  Rigorous and rich exercise 
programmes are offered 
1 2 3 4 5 
18.  A variety of physical activity and 
exercise programmes are offered 
1 2 3 4 5 
19.  Programs are offered during 
appropriate time periods  
1 2 3 4 5 
20.  Class sizes in exercise programs 
are very appropriate 
1 2 3 4 5 
21.     I am satisfied at having joined 
this club  
1 2 3 4 5 
22.     Choosing this club has been a 
good decision 
1 2 3 4 5 
23.     I am disappointed with having 
joined this club (reversed code) 
1 2 3 4 5 
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At this sport club 
Strongly 
disagree 
Disagree Neutral Agree Strongly agree 
24.     Joining this club was a good 
idea 
1 2 3 4 5 
25.     I am not satisfied having joined 
this club (reversed code) 
1 2 3 4 5 
26.     I feel that I can trust this club 
completely 
1 2 3 4 5 
27.     This club is truly sincere in its 
promises 
1 2 3 4 5 
28.     This club treats me fairly and 
justly 
1 2 3 4 5 
29.     I feel that this club can be 
counted on to help me when I need it  
1 2 3 4 5 
30.     This club is honest and truthful 
with me 
1 2 3 4 5 
31.     Even if it were to my advantage, I 
do not feel it would be right to leave 
this club now 
1 2 3 4 5 
32.     This club deserves my loyalty 1 2 3 4 5 
33.     I would feel guilty if I left this 
club now 
1 2 3 4 5 
34.     I would not leave this club right 
now because I have a sense of 
obligation to them  
1 2 3 4 5 
35.     I do not feel emotionally 
attached to this club (reversed code) 
1 2 3 4 5 
36.     I do not feel like “part of the 
family” with this club (reversed code) 
1 2 3 4 5 
37.     I do not feel a strong sense of 
“belonging” to this club (reversed 
code) 
1 2 3 4 5 
38.     I expect I will keep my exercise 
routine at this club in the future  
1 2 3 4 5 
39.     I consider this club my first 
choice to join for sports services 
1 2 3 4 5 
40.     I will visit this club more in the 
next few years 
1 2 3 4 5 
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At this sport club 
Strongly 
disagree 
Disagree Neutral Agree Strongly agree 
41.     I expect I will frequently utilize 
the various services offered by this 
club in the future  
1 2 3 4 5 
42.     It would be very hard for me to 
leave this club right now, even if I 
wanted to 
1 2 3 4 5 
43.     Too much of my life would be 
disrupted if I decided I wanted to leave 
this club now 
1 2 3 4 5 
44.     I feel that I have too few options 
to consider leaving this club 
1 2 3 4 5 
45.     I would continue being a 
member of this club if its prices 
increase somewhat 
1 2 3 4 5 
46.     I would pay a higher price than 
competitors charge for the benefits I 
currently receive from this club 
1 2 3 4 5 
47.     I would pay a higher price for the 
service received from this club  
1 2 3 4 5 
48.     I say positive things about the 
club to other people 
1 2 3 4 5 
49.     I recommend the club to 
someone who seeks my advice 
1 2 3 4 5 
50.     I encourage friends and relatives 
to become a member of this this club 
1 2 3 4 5 
51.     The staff is responsive to my 
needs  
1 2 3 4 5 
52.     Absence of mistakes in the 
performance of the service 
1 2 3 4 5 
53.     Materials associated with this 
club are visually appealing  
1 2 3 4 5 
54.     This club offers high quality 
programmes  
1 2 3 4 5 
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Appendix 2: Validation and background questionnaire 
 
Research variable Code Resource   
Gender Gender Gender (Yildiz & Kara 2012)   
Age age Age (Yildiz & Kara 2012)   
Activity programme Club Activity Programme (Yildiz & Kara 2012)   
Length membership Memberyears Length of service use (Yildiz & Kara 2012)   
Education Education Educational level (Yildiz & Kara 2012)   
Training frequency Freqtrain How many times a week do you visit the club? (Nuviala et al. 2012)   
Staff Staff1 
Staff are very kind and they treat customers with respect (Yildiz & 
Kara 2012 Q-sport14)   
Staff Staff2 Instructors are professional (Yildiz & Kara 2012 Q-sport14)   
Staff Staff3 Instructors are skilled and effective (Yildiz & Kara 2012 Q-sport14   
Staff Staff4 
Customers get personalized attention (Yildiz & Kara 2012 Q-
sport14)   
Staff Staff5 
Staff are interested for customers to come back (Yildiz & Kara 2012 
Q-sport14)   
Installations Install1 
Physical environment is well-maintained (Yildiz & Kara 2012 Q-
sport14)   
Installations Install2 Sports areas are very nice (Yildiz & Kara 2012 Q-sport14)   
Installations Install3 
Sports areas are hygienic and very clean (Yildiz & Kara 2012 Q-
sport14)   
Installations Install4 
Sport equipment are modern and sufficient (Yildiz & Kara 2012 Q-
sport14)   
Installations Install5 
Dressing rooms, toilets and showers are well-kept and sufficient 
(Yildiz & Kara 2012 Q-sport14)   
Programme prog1 
Rigorous and rich exercise programmes are offered (Yildiz & Kara 
2012 Q-sport14)   
Programme prog2 
A variety of physical activity and exercise programmes are offered 
(Yildiz & Kara 2012 Q-sport14)   
Programme prog3 
Programs are offered during appropriate time periods (Yildiz & Kara 
2012 Q-sport14)   
Programme prog4 
Class sizes in exercise programs are very appropriate (Yildiz & 
Kara 2012 Q-sport14)   
Satisfaction Sat1 I am satisfied at having joined this club (Nuviala et al. 2012)    
Satisfaction Sat2 Choosing this club has been a good decision (Nuviala et al. 2012)   
Satisfaction Sat3_R 
I am disappointed with having joined this club (reversed code) 
(Nuviala et al. 2012)   
Satisfaction Sat4 Joining this club was a good idea (Nuviala et al. 2012)   
Satisfaction Sat5_R 
I am not satisfied having joined this club (reversed code) (Nuviala et 
al. 2012)   
Trust Trust1 
I feel that I can trust this club completely (Bansal, Irving & Taylor 
2004)   
Trust Trust2 
This club is truly sincere in its promises (Bansal, Irving & Taylor 
2004)   
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Research variable Code Resource   
Trust Trust3 This club treats me fairly and justly (Bansal, Irving & Taylor 2004)   
Trust Trust4 
I feel that this club can be counted on to help me when I need it 
(Bansal, Irving & Taylor 2004)   
Trust Trust5 
This club is honest and truthful with me (Bansal, Irving & Taylor 
2004)   
Normative 
commitment 
Normcomm1 
Even if it were to my advantage, I do not feel it would be right to 
leave this club now (Bansal, Irving & Taylor 2004)   
Normative 
commitment 
Normcomm2 This club deserves my loyalty (Bansal, Irving & Taylor 2004) 
  
Normative 
commitment 
Normcomm3 
I would feel guilty if I left this club now (Bansal, Irving & Taylor 
2004)   
Normative 
commitment 
Normcomm4 
I would not leave this club right now because I have a sense of 
obligation to them (Bansal, Irving & Taylor 2004)   
Affective commitment Affcomm1_R 
I do not feel emotionally attached to this club (reversed code) 
(Bansal, Irving & Taylor 2004)   
Affective commitment Affcomm2_R 
I do not feel like “part of the family” with this club (reversed code) 
(Bansal, Irving & Taylor 2004)   
Affective commitment Affcomm3_R 
I do not feel a strong sense of “belonging” to this club (reversed 
code) (Bansal, Irving & Taylor 2004)   
Continuance 
commitment 
Concomm1 
It would be very hard for me to leave this club right now, even if I 
wanted to (Bansal, Irving & Taylor 2004)   
Continuance 
commitment 
Concomm2 
Too much of my life would be disrupted if I decided I wanted to 
leave this club now (Bansal, Irving & Taylor 2004)   
Continuance 
commitment 
Concomm3 
I feel that I have too few options to consider leaving this club 
(Bansal, Irving & Taylor 2004)   
Willingness to pay Wtopay1 
I would continue being a member of this club if its prices increase 
somewhat (Zeithaml, Berry & Parasuraman 1996)   
Willingness to pay Wtopay2 
I would pay a higher price than competitors charge for the benefits I 
currently receive from this club (Zeithaml, Berry & Parasuraman 
1996)   
Willingness to pay Wtopay3 
I would pay a higher price for the service received from this club (Yu 
& Dean 2001)   
Service retention Sretent1 
I expect I will keep my exercise routine at this club in the future 
(Lemon 2002)   
Service retention Sretent2 
I consider this club my first choice to join for sports services 
(Zeithaml, at al. 1996 and Lin and Wu 2011)   
Service retention Sretent3 
I will visit this club more in the next few years (Zeithaml, at al. 1996 
and Lin and Wu 2011)   
Service retention Sretent4 
I expect I will frequently utilize the various services offered by this 
club in the future (Lemon 2002)   
Word of mouth WoM1 
I say positive things about the club to other people (Zeithaml, Berry 
& Parasuraman 1996)   
Word of mouth WoM2 
I recommend the club to someone who seeks my advice (Zeithaml, 
Berry & Parasuraman 1996)   
Word of mouth WoM3 
I encourage friends and relatives to become a member of this this 
club (Zeithaml, Berry & Parasuraman 1996)   
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Research variable Code Resource   
Staff Staffcontrol The staff is responsive to my needs (Greenwell et all. 2002)    
Service quality Sqcontrol 
Absence of mistakes in the performance of the service (Gonzales 
2007)    
Installations Installcontroll 
Materials associated with this club are visually appealing  
(Dabholkar 1995)   
Programme progcontrol This club offers high quality programmes (Dabholkar 1995)   
 
 = Service quality (SERVQUAL 
 = Commitment loyalty (COM LOY) 
 = Behavioral loyalty (BEH LOY) 
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Appendix 3: Outer loadings before deleting  
 
Affcom 
BEH 
LOY 
COM 
LOY 
Con 
comm 
Install 
Norm 
comm 
Prog 
SERV 
QUAL 
Sat Sretent Staff Trust WoM Wtopay 
Affcomm1_R 0,8373                                                                                                           
Affcomm1_R                 0,696                                                                                           
Affcomm2_R 0,6837                                                                                                           
Affcomm2_R                 0,4585                                                                                           
Affcomm3_R 0,8413                                                                                                           
Affcomm3_R                 0,6237                                                                                           
  Concomm1                         0,9093                                                                                   
  Concomm1                 0,8369                                                                                           
  Concomm2                         0,9223                                                                                   
  Concomm2                 0,8136                                                                                           
  Concomm3                         0,6838                                                                                   
  Concomm3                 0,61                                                                                           
  Install1                                 0,6855                                                                           
  Install1                                                          0,4398                                                 
  Install2                                                          0,5945                                                 
  Install2                                 0,6658                                                                           
  Install3                                 0,7021                                                                           
  Install3                                                          0,4354                                                 
  Install4                                                          0,5736                                                 
  Install4                                 0,7555                                                                           
  Install5                                 0,6679                                                                           
  Install5                                                          0,4389                                                 
 Normcomm1                                         0,8252                                                                  
 Normcomm1                 0,7424                                                                                           
 Normcomm2                                         0,6335                                                                  
 Normcomm2                 0,5989                                                                                           
 Normcomm3                                         0,8611                                                                  
 Normcomm3                 0,702                                                                                           
 Normcomm4                                         0,7852                                                                  
 Normcomm4                 0,6102                                                                                           
     Prog1                                                  0,7818                                                          
     Prog1                                                          0,7445                                                 
     Prog2                                                  0,6179                                                          
     Prog2                                                          0,4834                                                 
     Prog3                                                  0,7225                                                          
     Prog3                                                          0,5756                                                 
     Prog4                                                  0,7458                                                          
     Prog4                                                          0,6839                                                 
      Sat1                                                                   0,7977                                         
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Affcom 
BEH 
LOY 
COM 
LOY 
Con 
comm 
Install 
Norm 
comm 
Prog 
SERV 
QUAL 
Sat Sretent Staff Trust WoM Wtopay 
      Sat2                                                                   0,8122                                         
    Sat3_R                                                                   0,8231                                         
      Sat4                                                                   0,8335                                         
    Sat5_R                                                                   0,7298                                         
  Sretent1                                                                           0,6172                                 
  Sretent1         0,4806                                                                                                   
  Sretent2                                                                           0,6549                                 
  Sretent2         0,5698                                                                                                   
  Sretent3                                                                           0,1916                                 
  Sretent3         0,2326                                                                                                   
  Sretent4                                                                           0,7992                                 
  Sretent4         0,5935                                                                                                   
    Staff1                                                                                   0,6515                         
    Staff1                                                          0,5152                                                 
    Staff2                                                                                   0,8643                         
    Staff2                                                          0,7605                                                 
    Staff3                                                                                   0,8009                         
    Staff3                                                          0,6932                                                 
    Staff4                                                                                   0,7389                         
    Staff4                                                          0,6878                                                 
    Trust1                                                                                           0,8363                 
    Trust2                                                                                           0,7676                 
    Trust3                                                                                           0,6405                 
    Trust4                                                                                           0,7411                 
    Trust5                                                                                           0,8095                 
      WoM1                                                                                                   0,8123         
      WoM1         0,62                                                                                                   
      WoM2                                                                                                   0,8546         
      WoM2         0,6458                                                                                                   
      WoM3                                                                                                   0,6186         
      WoM3         0,4222                                                                                                   
   Wtopay1                                                                                                           0,8521 
   Wtopay1         0,7801                                                                                                   
   Wtopay2                                                                                                           0,8506 
   Wtopay2         0,7222                                                                                                   
   Wtopay3                                                                                                           0,9055 
   Wtopay3         0,7964                                                                                                   
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Appendix 4: Average variance extracted (AVE)  
             AVE after deleting     AVE before deleting 
  Affcom 0,7667 0,6254 
 BEH LOY 0,5116 0,3706 
 COM LOY 0,5176 0,4593 
 Concomm 0,715 0,715 
 Install 0,6769 0,4846 
Normcomm 0,73 0,61 
    Prog 0,6848 0,5178 
SERVQUAL 0,5128 0,3571 
     Sat 0,6398 0,6402 
 Sretent 1 0,3713 
   Staff 0,8163 0,5898 
   Trust 0,5801 0,5807 
     WoM 0,7639 0,5909 
  Wtopay 0,7563 0,7565 
 
  
 62 
Appendix 5: Skewness and Kurtosis tests 
  
 
  
  Staff2 Staff3:  
Install
2:  
Install
4:  Prog1:  Prog4:  Sat1: Sat2:  Sat3:  Sat4:  Sat5: Trust1:  Trust2:  Trust3: Trust4:  Trust5:  
N Valid 124 124 124 123 124 124 124 124 124 124 124 124 124 124 124 124 
Missing 0 0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 
Skewness -,575 -,677 -,919 -,507 -,582 -,687 -,596 ,275 -,340 -,283 -,429 -,025 -,176 -1,005 -,152 -,612 
Std. Error of 
Skewness 
,217 ,217 ,217 ,218 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 
Kurtosis ,771 2,054 1,005 ,317 ,557 1,173 -,575 -,468 -,640 -,792 -,744 -,271 ,031 2,670 -,081 1,928 
Std. Error of 
Kurtosis 
,431 ,431 ,431 ,433 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 
  
Norm 
comm1: 
Normco
mm3: 
Normco
mm4: 
Aff 
comm1: 
Aff 
comm 
3R: 
Con 
comm1: 
Con 
comm2: 
Con 
comm3: 
Wtopay
1: 
Wtopay
2: 
Wtopay
3: 
Sretent
2: 
WoM1: WoM2: 
N Valid 124 124 124 124 124 124 124 124 124 124 124 124 124 124 
Missing 0 0 0 0 0 0 0 0 0 0 0 0 0 0 
Skewness -,247 ,202 ,549 -,112 -,585 -,224 -,096 -,707 -,514 ,183 -,377 -,396 -,066 -,320 
Std. Error of 
Skewness 
,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 ,217 
Kurtosis -,432 -,580 -,080 -,350 -,305 -,614 -,891 ,124 ,148 -,004 ,045 -,418 -,299 -,051 
Std. Error of 
Kurtosis 
,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 ,431 
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Appendix 6: Cross-loadings  
 
Affcom 
BEH 
LOY 
COM 
LOY 
Con 
comm 
Install 
Norm 
comm 
Prog 
SERV 
QUAL 
Sat Sretent Staff Trust WoM 
Wto 
pay 
Affcomm1_R 0,8976 0,5278 0,7007 0,5398 0,2144 0,4236 0,2559 0,2179 0,3293 0,4037 0,0882 0,3835 0,3797 0,4546 
Affcomm3_R 0,8531 0,4336 0,5922 0,4287 0,1777 0,3213 0,1843 0,1648 0,4404 0,3706 0,0602 0,3479 0,3228 0,3529 
Concomm1 0,5078 0,4823 0,8527 0,9124 0,1141 0,659 0,2308 0,1595 0,3777 0,4034 0,0583 0,3919 0,2385 0,465 
Concomm2 0,4677 0,4649 0,8181 0,9239 0,0684 0,5897 0,1607 0,0769 0,3665 0,4051 -0,0319 0,3332 0,2821 0,4123 
Concomm3 0,4436 0,6307 0,5944 0,6774 0,2414 0,3053 0,2535 0,2424 0,485 0,4088 0,1225 0,5126 0,4277 0,5861 
Install2 0,1945 0,4334 0,2572 0,1799 0,8296 0,2634 0,4577 0,6546 0,3249 0,2428 0,378 0,3183 0,4789 0,311 
Install4 0,1757 0,3548 0,1404 0,0703 0,8158 0,1245 0,4 0,6319 0,1357 0,1514 0,4312 0,2329 0,2635 0,346 
Normcomm1 0,4237 0,4629 0,7727 0,6085 0,2737 0,8583 0,1966 0,2205 0,2973 0,4741 0,0941 0,3523 0,2156 0,4213 
Normcomm3 0,3804 0,3848 0,7408 0,5407 0,2247 0,8981 0,1861 0,2361 0,1627 0,2135 0,1865 0,2419 0,1549 0,4317 
Normcomm4 0,2846 0,3245 0,6354 0,4623 0,0918 0,8042 0,1561 0,0979 0,1652 0,2488 0,001 0,2466 0,1911 0,3039 
Prog1 0,1753 0,3496 0,215 0,1829 0,4396 0,1773 0,853 0,7647 0,3275 0,1106 0,627 0,3415 0,3349 0,3126 
Prog4 0,2515 0,3211 0,2575 0,2304 0,4244 0,1728 0,8012 0,6671 0,3037 0,2628 0,4397 0,3514 0,2824 0,2408 
Sat1 0,3411 0,5425 0,3608 0,3671 0,2537 0,1937 0,3675 0,3521 0,798 0,4338 0,2598 0,4631 0,4869 0,405 
Sat2 0,3631 0,616 0,3949 0,3721 0,1783 0,2579 0,3352 0,3392 0,8129 0,4655 0,3251 0,464 0,4067 0,5537 
Sat3_R 0,3278 0,4812 0,3236 0,3751 0,2488 0,1001 0,2683 0,2967 0,8216 0,4517 0,2269 0,4294 0,3869 0,3598 
Sat4 0,3756 0,5987 0,4581 0,4718 0,3024 0,2874 0,2999 0,3281 0,8369 0,4849 0,2238 0,4842 0,5075 0,4616 
Sat5_R 0,3209 0,37 0,2645 0,2576 0,1138 0,1036 0,2368 0,1763 0,7251 0,3949 0,0932 0,3567 0,3636 0,2209 
Sretent2 0,4429 0,6461 0,5147 0,4743 0,2405 0,371 0,219 0,1962 0,5601 1 0,0459 0,4569 0,2829 0,4711 
Staff2 0,0808 0,2794 0,1272 0,108 0,4633 0,1204 0,619 0,8019 0,2266 0,0137 0,909 0,4242 0,3137 0,2515 
Staff3 0,0743 0,2585 0,0505 -0,0215 0,4232 0,0865 0,556 0,7591 0,3054 0,0708 0,8979 0,3855 0,2649 0,2249 
Trust1 0,2907 0,482 0,371 0,32 0,286 0,3093 0,3642 0,4175 0,4048 0,3885 0,3911 0,8337 0,3686 0,3959 
Trust2 0,21 0,5677 0,2733 0,3019 0,2954 0,1501 0,3521 0,4266 0,4701 0,3066 0,4186 0,7654 0,4902 0,4901 
Trust3 0,3896 0,4579 0,3699 0,3599 0,1854 0,1915 0,2723 0,2939 0,4796 0,3612 0,2713 0,645 0,2344 0,4446 
Trust4 0,4353 0,5255 0,5167 0,4867 0,2671 0,3673 0,2913 0,3054 0,394 0,3729 0,2152 0,7441 0,4042 0,4489 
Trust5 0,237 0,4515 0,3061 0,2906 0,2325 0,2221 0,3007 0,3875 0,3399 0,2911 0,4252 0,8062 0,3107 0,4177 
WoM1 0,3594 0,6155 0,3148 0,2829 0,4043 0,1667 0,3027 0,4064 0,4964 0,283 0,3198 0,4042 0,8719 0,3541 
WoM2 0,3455 0,6253 0,3571 0,3381 0,3885 0,2157 0,3515 0,3874 0,4535 0,212 0,2418 0,4378 0,8761 0,3959 
Wtopay1 0,4578 0,8226 0,5154 0,4619 0,354 0,3712 0,2849 0,322 0,4957 0,4724 0,1841 0,4998 0,4362 0,8554 
Wtopay2 0,3047 0,7387 0,458 0,4332 0,3151 0,3824 0,2617 0,3287 0,4404 0,3524 0,2607 0,5358 0,3011 0,8486 
Wtopay3 0,4417 0,8126 0,5835 0,5589 0,3688 0,4349 0,3296 0,3704 0,413 0,3987 0,2475 0,4875 0,3755 0,904 
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Appendix 7: Fornell-Larcker criterion  
            AVE √AVE Affcom 
BEH 
LOY 
COM 
LOY 
Con 
Install 
Norm 
  Prog 
SERV 
QUAL 
    Sat Sretent   Staff   Trust   WoM Wtopay 
comm comm 
Affcom 0,7667 0,88 0,88                                                                                                           
BEH LOY 0,5116 0,7152 0,5525 0,72                                                                                                   
COM LOY 0,5176 0,7194 0,7421 0,6484 0,72                                                                                           
Concomm 0,715 0,8455 0,5574 0,6024 0,9035 0,85                                                                                   
Install 0,6769 0,8227 0,2252 0,4798 0,2428 0,1532 0,82                                                                           
Norm 
0,73 0,8544 0,4295 0,4615 0,8424 0,633 0,2372 0,85                                                                  
comm 
 Prog 0,6848 0,8275 0,2543 0,4057 0,2833 0,2473 0,5218 0,2114 0,83                                                          
SERVQUAL 0,5128 0,7161 0,2207 0,4647 0,2454 0,1771 0,782 0,2215 0,8677 0,72                                                 
Sat 0,6398 0,7998 0,4334 0,6657 0,46 0,47 0,2819 0,2475 0,3817 0,3826 0,8                                         
Sretent 1 1 0,4429 0,6461 0,5147 0,4743 0,2405 0,371 0,219 0,1962 0,5601 1                                 
Staff 0,8163 0,9034 0,0859 0,2979 0,0995 0,0498 0,4911 0,115 0,6512 0,8644 0,2932 0,0459 0,9                         
Trust 0,5801 0,7616 0,4186 0,6599 0,491 0,4707 0,3359 0,3306 0,4176 0,4815 0,555 0,4569 0,4486 0,76                 
WoM 0,7639 0,874 0,4032 0,7099 0,3845 0,3555 0,4535 0,219 0,3745 0,454 0,5432 0,2829 0,3209 0,4818 0,87         
Wtopay 0,7563 0,8696 0,4651 0,9116 0,5988 0,5589 0,3989 0,4558 0,3368 0,3916 0,5175 0,4711 0,264 0,5826 0,4292 0,87 
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Appendix 8: VIF values  
 
 
 
 
 
 
 
 
Coefficientsa 
Model 
Collinearity Statistics 
Tolerance VIF 
1     Sat ,629 1,590 
SERVQUAL ,748 1,337 
  Trust ,549 1,823 
COM LOY ,707 1,413 
a. Dependent Variable: BEH LOY 
Coefficientsa 
Model 
Collinearity Statistics 
Tolerance VIF 
1   Staff ,545 1,837 
Install ,688 1,454 
   Prog ,522 1,915 
a. Dependent Variable: SERVQUAL 
Coefficientsa 
Model 
Collinearity Statistics 
Tolerance VIF 
1     Sat ,675 1,482 
SERVQUAL ,749 1,335 
  Trust ,607 1,647 
a. Dependent Variable: COM LOY 
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Appendix 9: f² and Q² values 
 
 
  
R² incl. R² excl. 
f² effect 
size 
Impact Q² incl. Q²  excl. 
Q²  effect 
size 
Impact 
SERVQUAL -> 
BEH LOY 
0,6632 0,6488 0,042755 small 0,3311 0,324 
0,0106144
42 
small 
SERVQUAL -> 
COM LOY 
0,2925 0,2918 
0,0009893
99 
small 0,146 0,1429 
0,0036299
77 
small 
SAT -> BEH 
LOY 
0,6632 0,5988 
0,1912114
01 
medium 0,3311 0,3029 
0,0421587
68 
small 
SAT -> COM 
LOY 
0,2925 0,2426 
0,0705300
35 
small 0,146 0,1207 
0,0296252
93 
small 
TRUST -> BEH 
LOY 
0,6632 0,6306 
0,0967933
49 
small 0,3311 0,313 
0,0270593
51 
small 
TRUST -> COM 
LOY 
0,2925 0,2176 
0,1058657
24 
small 0,146 0,1053 
0,0476580
8 
small 
COM LOY -> 
BEH LOY 
0,6632 0,5782 
0,2523752
97 
medium 0,3311 0,2898 
0,0617431
6 
small 
